Insight into consumer experience on UK train transportation services by Mogaji, Emmanuel & Erkan, Ismail
1	Introduction
Providing	an	enhanced	consumer	experience	is	an	important	management	objective	(Lemon	and	Verhoef,	2016),	and	is	crucial	for	achieving	profitability,	especially	in	a	highly	competitive	environment	(Chowdhary	and	Prakash,




















Customers’	 experiences	 are	 significant	 in	 a	 rapidly	 changing	 service	 context,	 and	 this	 is	 shaped	 by	 the	 quality	 of	 service	 provided.	With	 social	media	 changing	 the	way	 consumers	 engage	with	 service	 providers,
experiences	are	shared	online.	This	study	carried	out	three	analyses	of	brand-related	conversations	on	Twitter	with	the	aim	of	exploring	consumers’	attitudes	to	and	experiences	of	train	operating	companies.	Firstly,	Python






Thanks	to	social	media,	commuters	can	now	tweet	about	 their	experiences	and	express	 their	complaints	about	and	compliments	 to	companies,	while	companies	can	use	social	media	 to	contact	consumers.	Companies	can
initiate	conversations	on	social	media	by	making	announcements	and	can	provide	updates	to	customers.	These	brand-related	conversations	on	social	media	are	part	of	eWOM	(Hennig-Thurau	et	al.,	2004),	which	has	been	found	to	have
an	impact	on	brands	and	consumers	(Erkan	and	Evans,	2016;	Wang	et	al.,	2012;	Raassens	and	Haans,	2017).	eWOM	is	therefore	an	important	topic	to	consider	with	regards	to	service	quality	and	customer	experience.
Theoretically,	 this	 study	 uses	 the	 Service	Quality	 (SERVQUAL)	model	 to	 explore	 brand-related	 conversations	 on	 Twitter	 following	 the	 service	 research	 priorities	 raised	 by	Ostrom	 et	 al.	 (2015)	with	 the	 aim	 of	 exploring















an	opportunity	 to	 run	a	 service	 that	 is	 not	 currently	 being	provided	by	 the	main	TOCs,	 and	operate	 services	purely	 on	 a	 commercial	 basis	 (i.e.	 not	 under	 a	 franchise	 or	 a	 concession	agreement).	Network	Rail	manages	 the	 rail
infrastructure,	while	the	Office	of	Rail	and	Road	(ORR)	regulate	both	TOCs	and	OAOs	in	turn	(Rail	Delivery	Group,	2016)


















































































































































Abellio	Greater	Anglia greateranglia 216,999 171,097 45,902 49,496 29% 34,746 20% 86,855 51% 9%
c2c c2c_Rail 102,917 69,642 33,275 18,013 26% 13,919 20% 37,710 54% 6%
Chiltern	Railways chilternrailway 41,224 29,058 12,166 9678 33% 6604 23% 12,776 44% 11%
Gatwick	Express GatwickExpress 23,074 15,930 7144 4196 26% 2998 19% 8736 55% 8%
Great	Northern GNRailUK 96,923 68,093 28,830 17,589 26% 16,249 24% 34,255 50% 2%
Great	Western	Railway GWRHelp 184,623 144,110 40,513 42,239 29% 38,097 26% 63,774 44% 3%
Heathrow	Connect* HeathrowConnect 160 160 0 24 15% 70 44% 66 41% -29%
Heathrow	Express HeathrowExpress 9116 6572 2544 2542 39% 1134 17% 2896 44% 21%
London	Midland** LondonMidland 72,713 37,844 34,869 12,751 34% 6203 16% 18,890 50% 17%
London	Overground LDNOverground 19,031 11,533 7498 3453 30% 2462 21% 5618 49% 9%
South	West	Trains SW_Help 78,850 74,414 4436 21,103 28% 15,457 21% 37,854 51% 8%
Southeastern Se_Railway 230,849 160,017 70,832 42,364 26% 38,033 24% 79,620 50% 3%
TfL	Rail TfLRail 20,608 13,832 6776 3526 25% 4347 31% 5959 43% -6%
Thameslink TLRailUK 130,717 86,661 44,056 21,628 25% 20,934 24% 44,099 51% 1%
Southern SouthernRailUK 327,160 205,496 121,664 50,254 24% 46,709 23% 108,533 53% 2%
Stansted	Express Stansted_Exp 26,102 23,840 2262 13,311 56% 2750 12% 7779 33% 44% 7%
Regional Arriva	Trains	Wales ArrivaTW 90,988 66,559 24,429 23,887 36% 12,595 19% 30,077 45% 17%
Merseyrail merseyrail 46,117 35,691 10,426 12,290 34% 7098 20% 16,303 46% 15%
Northern	Rail northernassist 152,714 122,527 30,187 35,629 29% 28,090 23% 58,808 48% 6%
ScotRail ScotRail 144,578 100,082 44,496 29,439 29% 20,993 21% 49,650 50% 8% 12%
Long-Distnace CrossCountry CrossCountryUK 94,144 72,674 21,470 25,133 35% 12,243 17% 35,298 49% 18%
East	Midlands	Trains EMTrains 96,809 72,312 24,497 25,224 35% 12,297 17% 34,791 48% 18%
First	Hull	Trains Hull_Trains 9119 6842 2277 2295 34% 1563 23% 2984 44% 11%
First	TransPennine
Express
TPExpressTrains 14,438 4273 10,165 1608 38% 686 16% 1979 46% 22%
Grand	Central GC_Rail 14,891 11,650 3241 4499 39% 1694 15% 5457 47% 24%
Virgin	Trains VirginTrains 231,200 179,909 51,291 44,096 25% 19,681 11% 59,899 33% 14%
Virgin	Trains	East
Coast***
Virgin_TrainsEC 169,078 123,676 45,402 63,019 51% 27,337 22% 89,553 72% 29% 19%




















the	employees’	 knowledge	and	courtesy	and	 their	 ability	 to	 convey	 trust	 and	confidence;	 (3)	Empathy,	 i.e.	 the	 care	and	 individual	 attention	given	 to	 customers;	 (4)	Tangibles,	 i.e.	 the	appearance	of	physical	 facilities,	 equipment,





























Although	there	were	good	staff	members	working	to	enhance	the	commuters’	experiences,	 there	were	 just	as	many	who	did	not	put	 in	much	effort.	These	staff	members	were	also	mentioned	on	Twitter,	and	even	when	the	TOCs	apologised,
commuters	felt	they	deserved	more	than	this	and	wanted	the	companies	to	improve	their	services.










their	 journey,	 the	yearly	 increase,	and	the	poor	service	they	often	received	from	the	train	operators.	They	gave	 indications	that	 they	were	not	receiving	 individualised	attention	and	that	 the	staff	did	not	understand	their	needs	as	they	tweeted	specific
questions	about	travel,	the	best	ticket	to	buy,	and	cancellations	on	their	route.







































Reliability 2651 44.18 708 27% 1425 54% 518 20%
Assurance 506 8.43 202 40% 275 54% 29 6%
Tangibles 1692 28.21 513 30% 891 53% 288 17%
Empathy 302 5.03 73 24% 74 25% 155 51%
Responsiveness 849 14.15 301 35% 415 49% 133 16%
Regional	N = 1600 Sentiments
Positive Negative Neutral
Reliability 94 5.87 42 45% 40 43% 12 13%
Assurance 215 13.44 97 45% 88 41% 30 14%
Tangibles 410 25.63 104 25% 279 68% 27 7%
Empathy 677 42.31 470 69% 68 10% 139 21%
Responsiveness 204 12.75 109 53% 61 30% 34 17%
Long	Distance	N = 2800 Sentiments
Positive Negative Neutral
Reliability 309 11.03 213 69% 81 26% 15 5%
Assurance 789 28.18 455 58% 231 29% 103 13%
Tangibles 1007 35.97 725 72% 196 19% 86 9%
Empathy 512 18.28 247 48% 119 23% 146 29%






































Although	commuters	have	been	experiencing	bad	service,	which	 leads	 to	a	negative	attitude	 towards	 the	TOCs,	 it	 is	 important	 to	understand	 this	 in	 the	context	of	competition	and	 the	alternatives	available.	Unlike	other
services,	e.g.	airlines,	banks,	and	electricity	providers,	train	customers	cannot	switch	companies	as	train	services	are	franchised	for	a	set	period	of	around	eight	years.	This	further	condemns	customers	to	years	of	hardship	if	the
company	is	not	willing	to	do	much	to	help	them.	In	addition,	commuters	rely	on	train	travel	from	suburbs	to	urban	centres	for	work;	suburban	commutes	are	longer,	and	homeownership	rates	in	the	suburbs	are	higher	and	given	the




















data	 collection	 and	 analysis	 (data	 mining	 and	 sentiment	 analysis),	 this	 study	 has	 contributed	 towards	 the	 research	 agenda	 for	 customer	 experience	 raised	 by	 Lemon	 and	 Verhoef	 (2016)	 and	 further	 corroborates	 the	 findings
McCollKennedy	et	al.	(2015)	highlighting	the	evolving	and	dynamic	nature	of	service	experience	which	is	enhanced	by	interaction	and	relational	activities.	We	hope	this	will	further	stimulate	research	into	transportation	services.









































as	pun	or	satires	or	when	a	positive	word	 is	used	 in	same	sentence	with	a	negative	words	and	more	so	 it’s	 important	to	acknowledge	that	human’s	expression	doesn’t	 fit	 into	 just	 three	categories	of	positive,	negative	or	neutral
sentiments	but	as	Bannister	(2015)	noted,	the	insight	that	can	be	gained	from	large	datasets	(millions	of	Tweets)	will	overshadow	the	concerns	about	reliability	at	a	granular	level	(a	single	Tweet).
The	 study	 restricted	 itself	 to	 the	 analysis	 of	 tweets	 about	 the	UK’s	 TOCs,	 but	 a	 comparatively	 large	 sample	 of	 tweets	was	 analysed.	 The	 results	may	 not	 be	 generalisable,	 but	 the	 findings	 shed	 light	 on	 factors	 shaping
consumers’	 attitudes	 towards	brands.	Further	 research	 should	 try	 to	 analyse	 customer	attitudes	 towards	other	 transportation	brands,	 and	 should	 conduct	 an	 international	 analysis	 of	 attitudes	 towards	 train	brands	 in	Europe.	 In
addition,	since	tweets	from	TOCs	accounts	were	excluded	from	the	analysis,	further	studies	can	compare	tweets	from	TOCs	and	their	consumers	which	also	their	replies,	the	studies	of	Schweitzer	(2014)	will	be	relevant	as	the	author
explored	tweets	from	the	companies.
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